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Abstract 
This paper, based on broader digital ethnographic research performed on YouTube, aims at framing 
issues of online popularity development through the examination of videos and user comments. To 
explore the phenomenon of beauty gurus I analyse a purposeful sample of 80 videos from the channel 
Bubzbeauty and introduce an emerged typology of two video categories: tutorials and vlogs. Findings 
suggest that the strengthening of the guru ?s role as a popular online personality is the result of two 
spheres of influence. The commercial side consists of YouTube as a business platform and is represented 
by her tutorials. The community sphere, sustained by the power of affective ties with her audience, is 
represented by her vlogs. I argue that her market value as a renowned guru is built through her know-
how expressed in straight-forward tutorials. Conversely, her social value as an interesting, trustworthy 
personality is fostered by intimate vlogs. 
 
Keywords: YouTube gurus; makeup tutorials; beauty gurus; vlogs; YouTube; online communities; online 
popularity; digital ethnography. 
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Introduction 
YouTube was launched in 2005 and has rapidly grown to be the worldwide largest, most visited 
database of video content. Its Partner Program, created in 2007, allows more than a million creators 
from over 30 countries to earn money from their videos (YouTube, 2014). These users and their 
  
contributions have a considerably high number of subscribers who regularly follow them. Thousands of 
channels are making six figures a year and millions of subscriptions happen each day (YouTube, 2014). 
One of the most viewed and subscribed video category is How-To, being How-To beauty videos the most 
popular subgroup within.  
 
Beauty gurus are usually young women who regularly upload videos advising on makeup and hairstyling 
techniques and products. /Ŷ ĂĚĚŝƚŝŽŶ ƚŽ ƚŚĞ ŝŵƉůŝĐĂƚŝŽŶ ŽĨ ǁŝƐĚŽŵ ? ƚŚĞ ƚĞƌŵ ĚĞƌŝǀĞƐ ĨƌŽŵ zŽƵdƵďĞ ?Ɛ
own channel category. Until 2015, when creating a new channel, one had options to choose from such 
as comedian, musician, or guru. Besides possessing the needed know-how and creativity to develop and 
teach the different looks and styles, gurus ? personalities and private lives also come to relevance 
because they often establish close ties with their audience. They usually treat their audience as friends, 
gaining feedback from them and offering tips by sharing personal thoughts on a variety of topics such as 
love, life, or career. Through this ongoing sharing of their personal lives and creativity to create looks 
and explanatory video tutorials, many have successfully positioned themselves as YouTube celebrities, 
enjoying the economic and social benefits this status entails. Renowned beauty gurus on YouTube turn 
to be influential online personalities, praised, emulated, and looked up to by millions of viewers. These 
type of content creators are also denominated in the literature as  “social media ŝŶĨůƵĞŶĐĞƌƐ ?  ?^D/ ? 
(Hearn and Schoenhoff, 2016, p. 194) 
 
I focus my examination on a beauty guru named Bubz. She is a young British Chinese woman, born in 
Northern-Ireland and currently living in Hong Kong, who has been uploading videos on YouTube since 
September 2008. Bubz does not only make her living out of YouTube, but has also achieved the status of 
celebrity on the platform. Her makeup and beauty channel, Bubzbeauty, is one of the most viewed and 
subscribed in the world and holds as of November 2014, ƚŚĞ ? ?ƚŚƉŽƐŝƚŝŽŶŝŶƚŚĞƌĂŶŬŝŶŐŽĨh< ?ƐŵŽƐƚ
subscribed users, with the monumental amount of 2.5 million subscribers. This means that more 
registered YouTube users have decided to be kept updated every time Bubz uploads new content than 
to subscribe to the official British YouTube channel. Her subscriber figures surpass even those of the 
music band Coldplay and the BBC ?s official YouTube channel (Socialblade, 2014). Additionally, her more 
than 300 uploaded videos were watched a total of 300 million times. 
 
Such a massive and ever-growing digital media phenomenon is a relevant terrain to explore current 
shaping forces of community and commercial spheres as well as implications for online self-presentation 
  
and communication practices. As such, the phenomenon of YouTube beauty gurus constitutes a 
significant socio-culturaůŽďũĞĐƚŽĨ ŝŶƋƵŝƌǇ ? /Ŷ ƚŚŝƐǀĞŝŶ ? ƚŚĞĚĞǀĞůŽƉŵĞŶƚŽĨŐƵƌƵƐ ?ƉŽƉƵůĂƌŝƚǇĂŶĚƚŚĞŝƌ
ǀŝĞǁĞƌƐ ? ƌĞƐƉŽŶƐĞƐ ƚŽ ƚŚĞŝƌ ĐŽŶƚĞŶƚ ĂƌĞ ĨƌƵŝƚĨƵů ƌĞƐĞĂƌĐŚ ĂƌĞĂƐ ƚŽ ĞǆĂŵŝŶĞ ?  ƌĞůĞǀant question to 
explore is: how does shared video content foster and sustain popularity development on YouTube ?s 
beauty community? Even though self-branding and attention-seeking online practices have been 
researched, especially those related to dǁŝƚƚĞƌ ĂŶĚ ƚŚĞ ƉůĂƚĨŽƌŵ ?Ɛspecific affordances for visibility 
development (Marwick and boyd, 2011a, 2011b; Marwick, 2013a), not much has been written on the 
phenomenon of YouTube beauty gurus yet. Burgess and Green discussed in several occasions the 
platform and its characteristics, especially in relation to user agency, creative and production practices 
as well as habitualised interaction (2008, 2009a, 2009b). Additionally, there have been ethnographies 
focused on YouTube as a cultural repository (Strangelove, 2010) and as a learning platform (Lange, 
2014), however, there is a lack of studies addressing its beauty community. An exception is provided by 
Spyer (2011), who offers a compelling ethnographic examination of YouTube beauty gurus exploring, 
among others, the use of tagging practices and their affordances for dialogue and interaction within the 
community.  
 
tŚĞŶƵƐŝŶŐƚŚĞƚĞƌŵ “ĐŽŵŵƵŶŝƚǇ ?/ĚŽŝƚĂǁĂƌĞŽĨƚŚĞĚŝƐĐƵƐƐŝŽŶƌĞŐĂƌĚŝŶŐƚŚŝƐĐŽŶĐĞƉƚ ?/ŽƉƚĨŽƌƚŚŝƐ
term because I see it as already extensively addressed and repeatedly clarified in previous literature. As 
well as Baym (2010), Duffy (2015), Schmidt (2007), Spyer (2011), and Tolson (2010), I chose it to write 
ĂďŽƵƚ  “ĐĂƚĞŐŽƌŝĞƐ ŽĨ ƐŽĐŝĂůůǇ-ŝŶƚĞƌĐŽŶŶĞĐƚĞĚ ƵƐĞƌƐ ?  ?^ƉǇĞƌ, 2011, p. 8). In this case sharing mutual 
interests, information, practices, norms and values. Besides, users and Bubz herself describe the group 
of YouTube viewers and creators participating of beauty topics as a community. 
 
Here I discuss some of the emerged findings from my research in view of their connection with relevant 
literature and the implications for the examination of how social media, especially YouTube, reshape 
online popularity. The aim of the study is theoretical and not practical. I seek to develop theory on a 
current, dynamic phenomenon through the identification, description and conceptualization of practices 
and content. Therefore, it is not thought of as a practical contribution in terms of popularity 
development through a guideline or list of recommendations for practitioners and aspiring gurus.  
 
After having explored the guru ?s uploaded content with the aim of conceptualizing its particular 
characteristics and affordances for popularity development and maintenance, I developed a twofold 
  
typology of uploaded content: tutorials and vlogs. According to my findings, the phenomenon of Bubz ?s 
existence and the strengthening of her role as a popular online personality can be seen as the 
combination of two active spheres of influence or media ecologies. On the one side, the commercial 
sphere, made up of YouTube as a business platform  WfocƵƐŝŶŐ ŽŶ ĚĞůŝǀĞƌŝŶŐ ǀŝĞǁĞƌƐ ? ĂƚƚĞŶƚŝŽŶ ƚŽ
ĂĚǀĞƌƚŝƐĞƌƐ ƚŚƌŽƵŐŚ ĞŶŐĂŐŝŶŐ ĐŽŶƚĞŶƚAL ĂŶĚ embodied by her straight-forward and quick tutorials. On 
the other side, there is what I term the community sphere based on the power of the guru ?s emotional 
ties with her audience, as well as the framing given by community-specific norms, hierarchies, and active 
practices. This second sphere is represented by her spontaneous and connection-seeking vlogs. 
 
The performance of online identity-management strategies such as  “self-branding ?  ? ? ? ? ? ?Ɖ ?  ? ? ? ? and 
 “ůŝĨĞƐƚƌĞĂŵŝŶŐ ?  ?Ɖ ?  ? ? ? ALas analysed in depth by Alice Marwick with respect to the San Francisco tech 
sceneAL are helpful constructs that aid at theorizing current practices on YouTube. I relate her vlogs to 
the practice of lifestreaming and draw from Lange ?ƐĐŽŶƐŝĚĞƌĂƚŝŽŶŽĨǀůŽŐƐĂƐ “ǀŝĚĞŽƐŽĨĂĨĨŝŶŝƚǇ ? ?2009, 
p. 71), aimed at building connections. I point out ƚŚĂƚƵďǌ ?ƐŵĂƌŬĞƚǀĂůƵĞĂƐĂƌĞŶŽǁŶĞĚĂŶĚŝŶĨůƵĞŶƚŝĂů
guru ALeconomic value for advertisers wishing to invest iŶŚĞƌAL (see also Marshall, 2014, p. 195) is built 
through her know-how as expressed by her tutorials. Bubz heightens this through self-branding 
techniques such as advertising her website and own brand of makeup brushes, as well as encouraging 
ǀŝĞǁĞƌƐƚŽ “ĐŽŶŶĞĐƚ ?ǁŝƚŚher through her other social media accounts and asking them to subscribe to 
her channel. I argue that her commercial and economic relevance as an influential personality for 
YouTube and sponsoring brands is promoted particularly by her tutorials. Her social value and, 
ultimately, status within the community, is enabled and further promoted by her vlogs and the 
ĂƵĚŝĞŶĐĞ ?Ɛ ƌĞĂĐƚŝŽŶƐ ƚŚĞǇ ĐƌĞĂƚĞ ? DǇ ŽďũĞĐƚŝǀĞ ƚŚƌŽƵŐŚŽƵƚŚŝƐ ƉĂƉer remains to interpret my 
qualitative findings so as to explain how and why this is the case.  
 
Exploring the phenomenon  
With the broader goal of contributing to current debates on online popularity development, self-
presentation, and audience building, I introduce and interpret in this paper my ethnographic findings of 
the YouTube channel  “Bubzbeauty ?. The performed online fieldwork (Boellstorff, 2008; Boellstorff, 
Nardi et al 2012; Kozinets, 2010) took place during 22 months between July 2013 and May 2015, after 
getting to know and subsequently having started following the chosen guru ?s channel as a member of 
her audience in 2010. During my active research time I first observed, collected and analysed audiovisual 
data and basic channel statisticsi in form of 313 videos from the same guru in order to build a 
  
preliminary, emergent content typology. This sample amounted to a total of 60 hours of audiovisual 
material, which covered all available content dating from the start of her channel in 2008 and the 
beginning of data collection in July 2013. It followed an immersive and extensive coding process ALĨƌŽŵ
open coding to more analytical and thematic codingAL where I focused my analysis on a purposeful 
sample of 80 main videos to be considered for this paper. Additionally, I collected and coded more than 
5.000 user commentsii, mainly from her most commented uploads, pertaining to the video category 
vlogs. Emerging findings of the performed holistic, exploratory, inductive research (Merriam, 2010; 
Wolcott, 1995, 2010), were framed as themes, processes, and practices, including the outlining and 
interpretation of community norms and habitual actions.  
 
The broader research aim remained to analyse data in order to develop theoƌǇ ƚŽďĞƚƚĞƌ  “ƵŶĚĞƌƐƚĂŶĚ
ŽƚŚĞƌƐŝŶĐŽŶƚĞǆƚ ? ?DĂƌŬŚĂŵ, 2003, p. 373). Her uploaded content and the interactions generated by it, 
together with the role played by Bubz, including her own reflections (as heard during her vlogs) on being 
a beauty guru and an online celebrity were considered as key data to be interpreted and because of this, 
transcribed and coded. Especially relevant to this study ?s research design was >ĂŶŐĞ ?Ɛ ƉƌŽƉŽƐĂů ƚŽ
examine YouTube channels through encompassing analysis, considering its paratexts such as video 
descriptions and textual comments, since it is through these interactions that roles and practices are 
often contested and redefined (2014, p. 145). Additionally, the anthropologist pleads for a 
comprehensive study of complete channels taken ĂƐ ĐŽŵƉůĞƚĞ  “ŽeƵǀƌĞ ? ĂŶĚ ŶŽƚ ŽŶůǇ considering 
prominent viral videos (p. 217). Similarly, Burgess and Green point out that the actual value of user-led 
ĐŽŶƚĞŶƚ ůŝĞƐ Ăƚ ŝƚƐ  “ůŽĐĂƚĞĚŶĞƐƐ ? ĂŶĚ  “ŽƌĚŝŶĂƌŝŶĞƐƐ ? ĂŶĚ ŶŽƚ Ăƚ ƌĂĚŝĐĂů ? ƌĞǀŽůƵƚŝŽŶĂƌǇ ? Žƌviral content 
(2009b, p. 30). Everyday cultural practices and interactions are the essence of YouTube and its most 
productive research issue. Moreover, according to Boellstorff, Nardi, and colleagues, it is especially 
relevant and fruitful to study ƚŚĞ “Žƌdinary, the banal, the trivial and tŚĞŵƵŶĚĂŶĞ ?(2012, p. 69). From 
a similar ethnographic understanding, Markham writes that ŝƚŝƐƚŚƌŽƵŐŚƚŚĞĞǆĂŵŝŶĂƚŝŽŶŽĨ “ŵƵŶĚĂŶĞ
ƐŽĐŝĂů ŝŶƚĞƌĂĐƚŝŽŶ ? ƚŚĂƚ ǁĞ ŐĞƚ ƚŽŵĂƉŽƵƚ  “ŐƌŽƵŶĚŝŶŐ ĂƐƐƵŵƉƚŝŽŶƐ ?which provide rich insight into a 
culture (2013, p. 65).  
 
Tutorials and Vlogs: The ƵŝůĚŝŶŐůŽĐŬƐŽĨƵďǌ ?ƐWŽƉƵůĂƌŝƚǇ 
Following my findings, Bubz uploads two different types of content: video tutorials and vlogs. I identified 
each one as part of a sphere of influence or active media ecologyiii, which I denominate the commercial 
and the community spheres. Tutorials and vlogs are shaped by their respective sphere creating two 
  
powerful and dynamic sides to the same online phenomenon. I developed this twofold typology because 
these two categories of content ALalthough equally important to the strengthening of her role as beauty 
ŐƵƌƵAL influence different aspects of her popularity. The commercial sphere is made up of YouTube as a 
business platform and the brands, in these case cosmetics manufacturers, that advertise through Bubz. 
It has the aim of generating economic value from uploaded content. It focuses on marketing strategies 
and community-specific expertise. The community sphere is represented by viewers and other beauty 
gurus, and focuses on sharing, social ties, and relationships. I argue that tutorials are simply structured 
video guides and demonstrations of hairstyling and makeup techniques that foster her visibility and 
generate attention. Contrastingly, vlogs consist of spontaneous footage of her daily life that sustain the 
generated attention through time. They are personal, affinity (Lange, 2009, p. 70) and connection-
seeking uploads. Through them she also shares her thoughts, advice, and tips on career, love and life, 
strengthening through disclosure both viewers ? identification and engagement with herself and her 
content.  
 
Tutorials, also called How-To videos, are informational and straight-forward in their structure. During 
her tutorials, Bubz does not directly address her viewers, other than when giving instructions, this is why 
tutorials are rather objective and focused on content. As content-centred uploads, they show a high 
degree of circulation because of their easy  “searchability ? (see also boyd, 2011, p. 46). In other words, 
thanks to their specific titles and keywords these videos are easily accessible and as such always open to 
new viewership.  
 
These videos, in terms of both structure and content, are the so called  “ďĂƐŝĐƐ ?ǁŚŝĐŚ populate YouTube 
following the same organizing principles and style. The introductions and the endings are usually exactly 
the same; repeating the same footage showcasing the achieved completed look, usually with 
background music. Here Bubz displays her expertise (community-specific know-how) as a beauty guru 
offering quick, easy to achieve and creative new looks. The titles of her tutorials ƌĂŶŐĞĨƌŽŵ “dĞĂďĂŐ
ĨĂĐĞƐĐƌƵď ? ? “EĂƚƵƌĂůďĞĂƵƚǇ ?ƐƵŵŵĞƌ-proof makeup) ? ? “ƌĂĨŝƚƚŝŶŐŐƵŝĚĞ ? ƚŽ “ ?ĞĂƐǇƌŝďďŽŶŚĂŝƌƐƚǇůĞƐ ? ? 
 
As noted before, I locate tutorials within the commercial sphere. These videos are examples of market-
oriented content since they act reinforcing her economic value as an audience influencer and motivate 
brands to contact her for reviews. They achieve this through a visible high amount of views and, to a 
lesser extent, subscriptions, as commodified metrics implying good content quality. This is grounded on 
  
the current prevailing attention economy (Burgess and Green, 2009b; Hearn, 2008; Marwick, 2013b; 
Senft, 2013). Nowadays, in the highly competitive environment of social media, value and legitimacy are 
determined by the amount of attention one receives. Attention, and consequently, community and 
market value can be measured in likes, views, followers, and subscribeƌƐ ?dŚĞƐĞ “ŵĞƚƌŝĐƐŽĨƉŽƉƵůĂƌŝƚǇ ?
(Burgess and Green, 2009a, p. 20) determine a user´s relevance for both inside and outside the 
community. The former being fans and based on affective ties and the latter meaning advertisers and 
based on monetary value. 
 
I suggest that it was precisely with tutorials that she made herself as a beauty guru. This is how she 
started her career as a beauty guru and how she first generated and directed attention to her content. 
Her content-centred know-how and particularly her reach to viewers are essential factors in the creation 
of attention, and ultimately, popularity. I argue that these videos are not only emblematic examples of 
YouTube as a learning platform, since they act as teaching tools, but represent also the building blocks 
of its beauty community. By reaching a broad audience, Bubz generates a name for herself, a self-brand, 
fostering her popularity. ,ĞƌĞŝƚ ŝƐƌĞůĞǀĂŶƚƚŽŵĞŶƚŝŽŶ:ĂŬŽďƐƐŽŶ ?ƐĂƌŐƵŵĞŶƚƚŚĂƚ “ƉŽƉƵůĂƌŝƚǇůĞĂĚƐƚŽ
visibility and the chance of spreading ƚŚĂƚ ƉŽƉƵůĂƌŝƚǇ ?  ? ? ? ? ? ? Ɖ ?  ? ? ? ? ?Moreover, years after her first 
uploaded video, her regularly uploaded tutorials still play an important role in her status within the 
community.  
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1: Characteristics of tutorials 
TUTORIALS
content: LOOK/PRODUCT
focus: KNOW-HOW, beauty
characteristics: STRAIGHT-FORWARD, 
easy, quick neutral/objective
aim: TEACH, help, inform, look itself
relevant for: BRANDS
  
Furthermore, she sometimes presents specially tailored uploads focusing on specific products that she 
ĐŚŽŽƐĞƐĂƐŚĞƌĨĂǀŽƵƌŝƚĞƐŽĨƚŚĞŵŽŶƚŚ ?dŚĞ “&ĂǀƐŽĨƚŚĞŵŽŶƚŚ ?ǀŝĚĞŽĐĂƚĞŐŽƌǇŝƐǀĞƌǇƉŽƉƵůĂƌĂŵŽŶŐ
beauty gurus and I suggest it is through these videos that they most noticeably manifest commercial 
connections with cosmetics manufacturers. The promoted products are usually new cosmetics of well-
known brands which are candidly introduced to the viewers, through reviews that underline their 
advantages.  
As mentioned before, vlogs consist of daily-life, personal, and spontaneous moments and are among the 
most liked, and commented videos of hers. Through them, she answers user comments and questions 
but mostly shows and shares with her global audience her everyday life and activities in Hong Kong. 
DĂŶǇ ŽĨ Ƶďǌ ?Ɛ ǀŝĚĞŽƐ ĨŽĐƵƐ ŽŶ ůŽǀĞ ? ĨƌŝĞŶĚƐŚŝƉ ĂŶĚ ĨĂŵŝůǇ ŝƐƐƵĞƐ, where viewers are addressed as 
trusted friends, as part of the same community. Activities such as taking the dogs for a walk, going 
shopping, as well as events like weddings and parties she attends to, together with weekend trips and 
summer vacations are offered to her subscribers and anyone who clicks on her videos as an open 
window to her life. She included along the years intimate and emotional moments such as her 
husband ?s marriage proposal, her wedding and honeymoon, the moment she tells her husband that he 
is going to be a father, as well as the evolution of her pregnancy.  
 
We know that disclosing personal information is a powerful way of bonding. Feelings of connection and 
support are, together with shared norms and resources, important aspects to community-building 
(Baym, 2010, p. 86). In line with this, I situate her vlogs in the community sphere, through which, as I 
suggest, Bubz aims to establish a meaningful connection with her viewers by sharing her everyday life. 
During vlogs the focus is on herself as a guru, a friend, and a person, and not in the content itself, as in 
the case of tutorials aimed at achieving a certain makeup style. Many times, viewers even thank Bubz 
for helping them change and  “ďĞƚƚĞƌ ƚŚĞŵƐĞůǀĞƐ ? ƚŚƌŽƵŐŚ ŚĞƌ ƚŝƉƐ ĂďŽƵƚ relationships, time 
management or career. Below some examples:  
 
Oh Bubz<3 thank you so much for this video. I kind of thing I'm one of those fat lazy queens of 
procrastination. Every time I procrastinate so much that I want to punch myself (but I still 
can't get myself off bed, or stop watching videos), I force myself to come and watch your 
video. I'll let myself sit (or lie down) and just listen to each and every word you say, then kind 
of roll myself off bed and get to work. I don't know where this is going but, thanks Bubz <3 
you're so motivating! <3 
 
  
so bottom line is....that only u can change yr life....so happy i watched this i feel energized 
and motivated... and suddenly I just feel the hunger of the person inside me to be loved by 
me... I WILL GET UP AND TAKE CARE OF MYSELF !!! thank you 
 
Seriously, I am going to frame a quote of yours and hang it in my room. I love your advice~ 
 
To summarize, vlogs, as relational uploads, can be thought of as guru-centred, because the interest lies 
at herself as a person and is sustained over time through mundane and trivial footage of her life. To the 
contrary, her more commercially oriented type of videos, tutorials, are content-centred, focusing on 
hairstyles and makeup techniques and primarily influence the generation of interest and attention.  
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2: Characteristics of vlogs 
 
A quick overview over some channel statistics confirms my claim that Bubz ?s vlogs generate a stronger 
response from viewers than her tutorials. According to the analysed data, her vlogs are more 
commented, more shared, and lead to more channel subscriptions than her tutorialsiv. Her most 
commented videos reached between 10.000 and 27.000 comments each. If one takes for instance her 
 ? ?ŵŽƐƚĐŽŵŵĞŶƚĞĚǀŝĚĞŽƐവĨƌŽŵĂĐŽŶƐŝĚĞƌĞĚƉƵƌƉŽƐĞĨƵůƐĂŵƉůĞŽĨ313 videosവ only four of them are 
tutorials and the rest are vlogs. Additionally, from her most liked videos, which range from 10.000 to 
100.000 likes each, 60 are vlogs and 40 are tutorials, figures that further confirm the emerged patterns 
of comments discovered during my research.  
 
VLOGS
content: GURU
focus: LIFE, thoughts, experiences, 
reflections
characteristics: PERSONAL, 
spontaneous, fun, deep, emotional, 
subjective
aim: BONDING
relevant for: COMMUNITIES
  
Tutorials generate mainly short, positive rĞƐƉŽŶƐĞƐƐƵĐŚĂƐ “ŐƌĞĂƚǀŝĚĞŽ ?ƚŚĂŶŬƐ ? ?Žƌ “ƚŚŝƐŝƐĂŵĂǌŝŶŐ ? ?ĂƐ
well as specific questions about the look or the product. Vlogs, on the other hand, ĨŽƐƚĞƌ ǀŝĞǁĞƌ ?Ɛ
engagement, as seen through the more developed and longer comments this category receives, where 
viewers express identification with Bubz and share personal life stories. As examples of this type of 
comment we can consider the following: 
 
This helped soo much! I'm kinda going thorough a stage in my life where I really don't like 
myself and I'm always trying to change. This helped me to realize that I should just be myself. 
Thank you so much! :) <3 
 
That was very touching I will admit I wanted to cry but this is one thing I can relate to my 
parents have been divorced for 12 years now and life has still been hard on me because my 
mom pressures me to have straight a's and it make life sort of suck but it seems like when I 
was with my grandpa I had all my stress had been released my grandpa died 2 years ago and 
I cried for 3 months 
 
Although it is clear that both types of content structure and define her image as a successful beauty 
guru, they do not seem to equally influence all aspects of her online personhood, Žƌ  “ŵĞĚŝĂƚĞĚ
ƉĞƌƐŽŶŚŽŽĚ ? (Lange, 2014, p. 31). This is to say, both types of uploads are part of the same 
phenomenon and contribute to increase her popularity and market-value, but ultimately influence 
certain aspects more than others. I suggest her tutorials frame her as a worthy investment for cosmetic 
manufacturers and advertisers, as well as for YouTube, as a successful partner channel. Additionally, 
they strengthen her status within the community as a knowledgeable guru who provides information-
rich and easy accessible tutorials. Contrastingly, I suggest that the specific know-how of her  “ĐŽŵŵƵŶŝƚǇ
of ŝŶƚĞƌĞƐƚ ? ?Lange, 2014, p. 16) ?Žƌ “ĐŽŵŵƵŶŝƚǇŽĨƉƌĂĐƚŝĐĞ ? ?ƵƌŐĞƐƐĂŶĚ'ƌĞĞŶ ? ? ? ? ? ?Ɖ ?   is brought 
to a secondary position during vlogs.  
 
Senft parts from the assumption that, while audiences want "someone to speak at them", communities, 
in contrast, seek "someone to speak with them" (2013, p. 4). Interacting and self-disclosure are, as 
effective communicative practices, essential elements in the construction of relationships (Baym, 2010, 
p. 128; Marwick, 2013a, p. 216). This is why I suggest that in the case of Bubzbeauty, intimacy promotes 
visibility and consolidates a loyal viewership. As Marwick and boyd argue regarding Twitter practices, 
 “ƉŽƉƵůĂƌŝƚǇ ŝƐ ŵĂŝŶƚĂŝŶĞĚ ƚŚƌŽƵŐŚ ŽŶŐŽŝŶŐ ĨĂŶŵĂŶĂŐĞŵĞŶƚ ? (2011b, p. 140), which here is achieved 
through the creation and promotion of strong emotional ties with her audience. During her vlogs she 
also reflects on her role as a popular personality within the beauty community and the major role she 
plays in the lives of her viewers, who express through comments their appreciation and esteem. When 
  
asked how she deals with fame and success, as part of thĞǀŝĚĞŽ “ƐŬƵďǌ PhƉ-ĐůŽƐĞ ?WĞƌƐŽŶĂů ? ?ƐŚĞ
said: 
 
zŽƵdƵďĞ ĨĂŵĞ  ?ŵĂŬĞƐ ƋƵŽƚĂƚŝŽŶ ƐŝŐŶƐ ǁŝƚŚ ŚĂŶĚƐ ? ? Žƌ ǁŚĂƚĞǀĞƌ ? ŝƚ ?Ɛ ŐŽŽĚ ? / ĨĞĞů ƉƌĞƚƚǇ
blessed. I feel my life is pretty normal, maybe because I live in Hong Kong city so I get a lot of 
privacy. But nonetheless, when I meet you guys, I love it, because I love to hang out with you 
guys. I realize there is one struggle that I forget which is pressure. And not necessarily bad 
pressurĞ ?ďƵƚƐŽŵĞƚŝŵĞƐ /ŐĞƚŐŝƌůƐ ƚĞůůŝŶŐŵĞƚŚĂƚ / ?ŵ ůŝŬĞĂƌŽůĞŵŽĚĞůĂŶĚ ŝƚ ?Ɛ ůŝŬĞ  ?ǁŽǁ ?
tŽǁ ?&ĂŶƚĂƐƚŝĐ ?ďĂďǇ ? ?/ƚŝƐĂǁŽŶĚĞƌĨƵůƚŚŝŶŐĂŶĚ/ĨĞĞůǀĞƌǇŚŽŶŽƵƌĞĚ ?ďƵƚ/ ?ŵŶŽƚĂƉĞƌĨĞĐƚ
person and I make mistakes every single day. So I feel, like, I have the responsibility to not let 
ƚŚĞƐĞǇŽƵŶŐŐŝƌůƐĚŽǁŶ ?/ǁŝůůƚƌǇŵǇďĞƐƚƚŽďĞƐŽŵĞŽŶĞǁŚŽĐĂŶ ?/ ?ŵƚƌǇŝŶŐƚŽƉƵƚƚŚŝƐŝŶ
words. To be someone who can motivate and inspire you, guys. (exhales) I shall try it for you, 
guys. 
 
Both the symbolic and discursive poweƌŽĨ “ŝŶƐƉŝƌŝŶŐ ?ŽƚŚĞƌƐĂŶĚďĞŝŶŐĂŶ “ŝŶƐƉŝƌĂƚŝŽŶĂů ?ŝŶĨůƵĞŶĐĞĨŽƌ
ƚŚĞŵŝƐƵďŝƋƵŝƚŽƵƐŽŶzŽƵdƵďĞ ?ƐďĞĂƵƚǇĐŽŵŵƵŶŝƚǇ ?dŚĞĨĂĐƚŽĨĐƌĞĂƚŝŶŐĂŶŝŶƐƉŝƌĂƚŝŽŶĂůĞĨĨĞĐƚƚŚƌŽƵŐŚ
her videos is evocative of the strong connection between her and her fans. 
You are such an inspirational person and such a role model! 
 
This video is so relaxing! :) Thnx Bubz! You really inspire me! 
 
i love watching other youtubers but you are the only youtuber and person who can inspire 
me! everyday i try my best to be more organized, work out, eat healthy and be nicer to other 
people...just because of you! :) 
 
You are the most beautiful person inside and out. You inspire me to love my life. 
 
Self-branding to gain visibility and consolidate status 
Self-branding as an online self-ŵĂŶĂŐĞŵĞŶƚƐƚƌĂƚĞŐǇŝƐĚĞĨŝŶĞĚďǇůŝĐĞDĂƌǁŝĐŬĂƐ “ƚŽƚŚŝŶŬŽĨŽŶĞƐĞůĨ
as a brand and promote it" (2013, pp. 15-6) in close similarity to what Patricia Lange describes as 
"performative identity displays" (2014, p. 23). In everyday practice, they involve, among others, a 
rigorous "content planning to satisfy viewer ?s interests" (p. 217). Framed by the dominant rhetoric of 
self-advertising techniques and identity management currently active online, self-branding practices 
imply a "strategic creation of an identity to be promoted and sold" (Marwick, 2013a, p. 192). This 
involves daily performing and monitoring. Closely tied to this practice is what Marwick defines as an 
 “ĞĚŝƚĞĚ ƐĞůĨ ? persona (p. 195), which strategically follows certain community-specific norms and is 
needed in order to be a successful self-brander, and, ultimately a renowned online personality. These 
  
widespread strategies follow an implicit but dominant online rhetoric establishing that, seemingly, 
"everyone has an easily marketable passion that needs only to be uncovered" (p. 193). Moreover, the 
successful performance of self-branding on social media platforms, as seen on YouTube and its many 
beauty gurus, brings not only economic success but social benefits such as a fandom base, support, and 
status within the local community hierarchy. 
 
For instance, on YouTube, a common self-branding practice is to actively ask viewers to subscribe to 
ŽŶĞ ?Ɛ ĐŚĂŶŶĞů Ăƚ ƚŚĞ ĞŶĚ ŽĨ ĞǀĞƌǇ ƵƉůŽĂĚĞĚ ǀŝĚĞŽ ĂŶĚ ĂůƐŽ include it in writing in the video textual 
description. Additionally, it is customary to ĂĚĚ ůŝŶŬƐ ƚŽ ƚŚĞ ŐƵƌƵ ?Ɛ ƉƌĞƐĞŶĐĞ ŝŶ ŽƚŚĞƌ ƐŽĐŝĂů ŵĞĚŝĂ
platforms. Furthermore, it is a widespread and accepted practice for gurus to have an especially 
dedicated emaiůĂĚĚƌĞƐƐĨŽƌ “ďƵƐŝŶĞƐƐĞŶƋƵŝƌŝĞƐŽŶůǇ ? (see also Syper, 2011, p. 43), which denotes the 
ĐŽŵŵƵŶŝƚǇ ?Ɛ ĨůĞǆŝďŝůŝƚǇ ďƵƚ ĂůƐŽ ĂŵďŝŐƵŝƚǇ ǁŚĞŶ ůĞŐŝƚŝŵĂƚŝŶŐ ĐĞƌƚĂŝŶ ŵĂƌŬĞƚŝŶŐ ĂŶĚ ĂƵĚŝĞŶĐĞ ďƵŝůĚŝŶŐ
strategies while condemning others. There is indeed a fine line to walk between being considered a 
 “ĨĂŬĞ ?ŽƌĂ “ƐĞůůŽƵƚ ?ĂŶĚĂ “ƌĞĂů ?ĂŶĚ “honest ? guru, whose opinions can be trusted (see also Marwick, 
2013a, p. 135; 2013b, p. 161). 
 
Bubz openly advertises her website and her online makeup brushes shop at the end of her videos, with 
lines such as:  “dĂŬĞ ĐĂƌĞ ĞǀĞƌǇďŽĚǇ ? ĂŶĚ ĂŐĂŝŶ ? ŝĨ ǇŽƵ ǁĂŶƚ ƚŽ ƐĞĞ ǁŚĂƚ /ŐĞƚ ƵƉ to and stuff, then 
subscribe to my vlog channel below (on screen- www.bubzbeauty.com) ? ? ^ŝŵŝůĂƌůǇ ? ĂĨƚĞƌ ŚĞƌ ƚƵƚŽƌŝĂů
 “,ŽǁƚŽŐĞƚĂƐůŝŵŵĞƌĨĂĐĞ ? ?ĂůƐŽĨƌŽŵ ? ? ? ? ? ƐŚĞƉƌŽŵŽƚĞƐŚĞƌďƌĂŶĚĂƐĨŽůůŽǁƐ P  “WƐ ?:ƵƐƚ ůĞƚƚŝŶŐǇŽƵ
guys know that the Holiday Clearance Sale on ShopBubbi.com is still going. We had to do an emergency 
restock because we didn't expect so many orders. If you've been meaning to shop from us, hurry 
beĐĂƵƐĞŝƚ ?ƐƌƵŶŶŝŶŐŽƵƚĂŐĂŝŶ ?ŚƚƚƉ P ? ?ǁǁǁ ?ƐŚŽƉďƵďďŝ ?ĐŽŵ ? 
 
Another common self-branding practice active in the beauty community is to organize giveaways of 
certain products, in order to create audience participation and foster visibility of the guru ?s channel. 
Bubz announced several giveaways through the years, the following is an example of one. She started a 
ŐŝǀĞĂǁĂǇ ƚŚƌŽƵŐŚ ŚĞƌ ǀŝĚĞŽ ƚƵƚŽƌŝĂů  “DǇ ĞǀĞƌǇĚĂǇ ĐƵƌůƐ ? ? ƐƉŽŶƐŽƌĞĚ ďǇ ƚŚĞ ŚĂŝƌƐƚǇůŝŶŐ ďƌĂŶĚ
LivingProof. After reviewing the product and indicating where people can buy it, she announced the 
giveaway and its conditions on the textual video description below the tutorial, not without thanking the 
sponsor for the products they provided. This self-branding strategy has a double function. Bubz 
promotes through it the endorsed product, something for which she probably gets paid for  Weven 
  
though she ĚŽĞƐ ŶŽƚ ĚŝƐĐůŽƐĞ ƚŚŝƐവ ĂŶĚ, at the same time, also encourages audience participation 
through the commenting on her channel, aiming at audience building. 
 
Lifestreaming your way up to the top  ? the power of vlogs 
Here I offer a description and interpretation of a tutorial and a vlog, looking to shed light to its 
similarities and differences. On this 6-minute tutorial ? ƚŝƚůĞĚ  “ƌĞĂŵǇ ^ƵŵŵĞƌ ?, Bubz shows how to 
achieve a fresh summer look. The video dates from 2013 and was watched more than 300.000 times. 
The first and last shots are, as usual, dedicated to showcasing the finished look. Here, she poses as seen 
during making-off of photo-shootings, including the plain unicolor background. Korean Pop music in the 
background and a voice-over commentary with the instructions complete her regularly uploaded 
tutorials. The introduction consists of a carefully edited sequence of lively and spirited photo-like shots, 
where she smiles for the camera and waves her hair, which is then repeated at the end of the tutorial. It 
follows a step-by-step sequence of Bubz demonstrating how to apply concealer, eye primer, eyeliner 
and the needed products to create the look. She adds on-screen texts with instructions, relevant 
ĐŽŵŵĞŶƚƐ ?ŽƌƚŚĞŶĂŵĞƐŽĨƚŚĞƉƌŽĚƵĐƚƐƐŚĞ ŝƐƵƐŝŶŐALƐƵĐŚĂƐ “hƌďĂŶĞĐĂǇĞǇĞƐŚĂĚŽǁŝŶǀŝƌŐŝŶ ?Žƌ
 “ůĞŶĚ ĂǁĂǇĂŶĚ ǁĂƚĐŚ ǇŽƵƌ ĐŽŵƉůĞǆŝŽŶ ďƌŝŐŚƚĞŶ ? ? &Žƌ ƚŚŝƐ ůŽŽŬ ƐŚĞ ƵƐĞƐ ŚĞƌ ŽǁŶ ďƌĂŶĚŽĨŵĂŬĞƵƉ
brushes, named Bubbi, and signals this by adding an on-screen text with the product name such as 
 “ƵďďŝŽŵĞƌƵƐŚ ? ?ŽƚŚŝŶƚŚĞƚĞǆƚƵĂůĚĞƐĐƌŝƉƚŝŽŶŽĨƚŚĞǀŝĚĞŽ ?ĂŶĚĂŐĂŝŶŶĞĂƌƚŚĞĞŶĚŽĨƚŚĞƚƵƚŽƌŝĂů ?
ƵďǌŚŝŐŚůŝŐŚƚƐƚŚĞƉƌĂĐƚŝĐĂůŝƚǇĂŶĚǀĞƌƐĂƚŝůŝƚǇŽĨƚŚĞƐƚǇůĞ P “dŚŝƐŚealthy look will look great on anybody. 
It works well for brunch, walks on the beach, shopping, cocktail nights - any occasion. Whatever eye 
ĐŽůŽƵƌǇŽƵŚĂǀĞ ?ƚŚŝƐůŽŽŬǁŝůůďƌŝŶŐƚŚĞŵƌŝŐŚƚŽƵƚ ? ? ?
 
The tutorial ends with a behind-the-scenes outtake of her husband passing behind her during the shot 
and an on-ƐĐƌĞĞŶ  “ƚǇƉŝĐĂů ? ? ? ? ǁŝƚŚ ƚŚĞ Ăŝŵ ŽĨ ŚŝŐŚůŝŐŚƚŝŶŐ Ƶďǌ ?ƐƐƉŽŶƚĂŶĞŝƚǇ ĂŶĚ ŽƉĞŶŶĞƐƐ ƚŽ ŚĞƌ
everyday life while filming. The last seconds are dedicated to advertising her brushes, by showing a 
promotional brand banner and her website address. At the end of the video description, she includes 
the phrase  “ĐŽŶŶĞĐƚ ǁŝƚŚ ŵĞ ? ƚŽŐĞƚŚĞƌ ǁŝƚŚlinks to her social media accounts such as her Twitter, 
Instagram, Facebook as well as her website and her online makeup brushes store. This signature below 
the tutorial can be seen as a multi-platform self-branding strategy which aims at not only improving her 
Bubbi Brushes brand visibility but that of herself as a brand for cosmetic companies to continue 
endorsing and sponsoring ?dŚƌŽƵŐŚƚŚŝƐ “ĐŽŶŶĞĐƚŝŶŐ ?ǁŝƚŚŚĞƌĂŶĚŵŽƚŝǀĂƚŝŶŐƉĞŽƉůĞƚŽƌĞĂĐŚŽƵƚ ?ƐŚĞ
ŵĂǆŝŵŝǌĞƐ ƚŚĞ  “ƋƵĂŶƚŝĨŝĂďůĞ ŵĞƚƌŝĐƐ ?  ?DĂƌǁŝĐŬ, 2013a, p. 110) such as subscribers, views, and 
  
comments that legitimize her status  W inside the community as a popular beauty guru and outside, for 
advertisers, as a renowned community influencer.    
 
Contrary to the content-centred tutorials, her vlogs lack of a fixed structure. They feel like a 
spontaneous rollercoaster of emotions and everyday situations. Among this category we find videos 
ƐƵĐŚĂƐ “ĚĂǇŝŶŵǇůŝĨĞ ?ĂŶĚ “ĞĂƵƚǇĚĂǇǁŝƚŚƵďǌ ? ?KŶŵŽƐƚŽĨŚĞƌǀůŽŐƐƵďǌƚĂůŬƐŚĞĂƌƚƚŽŚĞĂƌƚƚŽ
her viewers, addressing them as friends. She discloses personal information, shares her everyday 
activities and motivates users to comment. She opens us a window to take part, making the viewer feel 
at home in her home, with her dogs Bubby and Chub and her newly-wed husband Tim. These uploads 
aim at maintaining the attention and interest generated by her tutorials. They are, as I point out, the 
ƌĞĂƐŽŶĨŽƌŚĞƌƐƵƐƚĂŝŶĞĚƉŽƉƵůĂƌŝƚǇALďƵŝůĚŝŶŐďŽŶĚƐǁŝƚŚŚĞƌƐƵďƐĐƌŝďĞƌƐ ?ǁŚŽĨŽůůŽǁŚĞƌƚŚƌŽƵŐŚŚĞƌ
day. Her vlogs are engaging and compelling invitations that move us viewers closer to her.  
hƉůŽĂĚŝŶŐ ǀůŽŐƐ ĂŶĚ ĚŝƐƉůĂǇŝŶŐ ŽŶĞ ?Ɛ ĚĂŝůǇ ůŝĨĞ ŝƐ Ă ǁĂǇŽĨ ŐŝǀŝŶŐ Ă ĐŚĂŶĐĞ ƚŽ ĐůŽƐĞ ĂŶĚ ŵĞĂŶŝŶŐĨƵů
connections with unknown people. As noted before, sharing is one of the most effective tools to unite 
people (Baym, 2010, p. 128). In other words, to make people watch your content, you have to make 
ƚŚĞŵŐĞƚƚŽŬŶŽǁǇŽƵ ?ĂŶĚĐƌĞĂƚĞĂĐŽŶŶĞĐƚŝŽŶ ?&ƵƌƚŚĞƌ ?ƚŚƌŽƵŐŚ “ƚŚĞĚǇŶĂŵŝĐĂŶĚŽŶŐŽŝŶŐƉƌĂĐƚŝĐĞŽĨ
ĚŝƐĐůŽƐŝŶŐƚŚĞĞǀĞƌǇĚĂǇ ? ?ǀůŽŐƐĐƌĞĂƚĞĂƐĞŶƐĞŽĨ ĨƌŝĞŶĚƐŚŝƉ  ?ƌĂǁĨŽƌĚ  ? ? ? ? ?Ɖ ?  ? ? ? ? cited by Marwick, 
2013a ? Ɖ ?  ? ? ? ? ? ĂǇŵ ĂůƐŽ ĚŝƐĐƵƐƐĞƐ ƚŚŝƐ  “ƐĞŶƐĞ ŽĨ ĐŽŶŶĞĐƚŝŽŶ ? ƚŚĂƚoften arises online even without 
direct interaction as for instance simply through accessing daily updates (Humphreys, 2007, cited by 
Baym, 2010, p. 135). Similarly, and ? ĂƐ ĂůƌĞĂĚǇ ŶŽƚĞĚ ? >ĂŶŐĞ ĐŽŶƐŝĚĞƌƐǀůŽŐƐ ƚŽ ďĞ  “ǀŝĚĞŽƐ Ĩ ĂĨĨŝŶŝƚǇ ?
 ? ? ? ? ? ?Ɖ ? ? ? ? ?ĂŝŵĞĚĂƚďƵŝůĚŝŶŐĐŽŶŶĞĐƚŝŽŶƐǁŚŝĐŚĐĂŶĂůƐŽ ďĞƚŚŽƵŐŚƚŽĨ “ĐŽŵŵƵŶŝĐĂƚŝǀĞĂƚƚĞŵƉƚƐƚŽ
ŶĞŐŽƚŝĂƚĞ ĂƚƚĞŶƚŝŽŶ ?  ?Ɖ ?  ? ? ? ? dŚĞƐĞ ǀŝĚĞŽƐ ĂƌĞ ƵƐƵĂůůǇ ƉĞƌƐŽŶĂů ? ĂŶĚ ĚĞƐŝŐŶĞĚ ĨŽƌ  “ĐŽŵmunities of 
ƉƌĂĐƚŝĐĞ ? ?Ɖ ? ? ? ? ?ŝŶƚŚŝƐĐĂƐĞ ?ŚĞƌƐƵďƐĐƌŝďĞƌƐĂŶĚĨĂŶƐ ? 
 
Lange ŶŽƚĞƐ ƚŚĂƚ ǀůŽŐƐ ? ĂůƚŚŽƵŐŚ ŽĨƚĞŶ  “ƉĞƌĐĞŝǀĞĚ ĂƐ ŶĂƌĐŝƐƐŝƐƚŝĐ ĂŶĚ ƐĞůĨ-centered ?  ?Ɖ ?  ? ? ? ĂƌĞ ŵŽƌĞ
 “ƌĞĂůŝƐƚŝĐ ? ůĞƐƐ ĨůĂƚƚĞƌŝŶŐ ƉŽƌƚƌĂǇĂůƐ ? ƵƐƵĂůůǇ ĚŝƐƉůĂǇŝŶŐ ƐŽŵĞ ƐŽƌƚ ŽĨ  “ŚĂŶŐŝŶŐ ŽƵƚ Ăƚ ŚŽŵĞ ? ƐƚǇůĞ ? dŚŝƐ
notion is in agreement with my findings, since in the case of Bubzbeauty, especially during her vlogs, we 
often see in the background her household cleaning products, her laundry, or even her husband lying on 
the sofa in his underwear and unshaved. This is something that Bubz does not hide; to the contrary: she 
ĞǀĞŶ ũŽŬĞƐ ƵŶĚĞƌůŝŶŝŶŐ ŚĞƌ ŚƵƐďĂŶĚ ?Ɛ ƐƚĂƚĞ Žƌ ŚĞƌ ĚŽŐƐ ? inappropriate behaviour in the background. 
These scenes can also be analysed from a different angle. For Spyer these supposedly spontaneous and 
homely-ůŝŬĞƐĞƚƚŝŶŐƐĂƌĞƉĂƌƚŽĨƚŚĞ “ƚƌĂƉ ?ƚŚĂƚŐƵƌƵƐŽƌŐĂŶŝǌĞŝŶŽƌĚĞƌƚŽcatch viewer ?s attention P “ďǇ
  
portraying an image of amateur production  ? ? ? that inculcates values such as intimacy and closeness ? 
(2011, p. 44). This is often achieved ďǇĚŝƐƉůĂǇŝŶŐĂƌĞĂĐŚĂďůĞ ? “ŐŝƌůŶĞǆƚĚŽŽƌ ?ŝŵĂŐĞ, to foster empathy 
and identification (see also Abidin and Thompson, 2012, p. 472). Something that Lange acknowledges 
ƚŽŽ ? ǁŚĞŶ ƐŚĞ ǁƌŝƚĞƐ ƚŚĂƚ ŵĂŶǇ ǀŝĚĞŽƐ ĂƌĞ ƉůĂŶŶĞĚ ĂŶĚ ƉƌŽĚƵĐĞĚ ǁŝƚŚ  “ĚŝĨĨĞƌĞŶƚ ůĞǀĞůƐ ŽĨ ƐŝŶĐĞƌŝƚǇ ?
(2009, p. 71) ĂŶĚƚŚĂƚǀůŽŐƐĐĂŶďĞ “ƵƐĞĚƚŽƉƌŽŵŽƚĞĂŶĚŐĂŝŶǀŝƐŝďŝůŝƚǇ ? ? ? ? ? ? ?Ɖ ? ? ? ? ? ?
 
Marwick and boyd bring forward similar viewpoints when considering many online interactions between 
ƌĞŶŽǁŶĞĚƉĞƌƐŽŶĂůŝƚŝĞƐĂŶĚƚŚĞŝƌĂƵĚŝĞŶĐĞĂƐŐƌŽƵŶĚĞĚŽŶ  “ƉĞƌĨŽƌŵĂƚŝǀĞ ŝŶƚŝŵĂĐǇ ?  ? ? ? ? ? ?Ɖ ?  ? ? ? ? ? /Ŷ
ƚŚĞ ƐĂŵĞ ǀĞŝŶ ? DĂƌƐŚĂůů ĚĞŶŽŵŝŶĂƚĞƐ ƚŚĞƐĞ ƐĂŵĞ ĞĨĨŽƌƚƐ  “ƉĞƌĨŽƌŵĂŶĐĞ ŽĨ ĐŽŶŶĞĐƚŝŽŶ ?  ? ? ? ? ? ? Ɖ ?40).
This image of ordinary, everyday girl is essential for identification and ultimately for legitimation as a 
personality deserving of the attention, clicks, views and subscriptions. Through this, her position of high 
visibility and popularity, including the social and economic benefits it entails, is not only accepted by the 
community but also celebrated.  
 
The online practice of lifestreaming is defined ĂƐ ƚŚĞ  “ŽŶŐŽŝŶŐ ƐŚĂƌŝŶŐ ŽĨ ƉĞƌƐŽŶĂů ŝŶĨŽƌŵĂƚŝŽŶ ƚŽ Ă
networked auĚŝĞŶĐĞ ? ?Marwick, 2013a, p. 16) ǁŝƚŚƚŚĞĂŝŵŽĨĐƌĞĂƚŝŶŐĂŶĚ “ŵĂŝŶƚĂŝŶ ?ŝŶŐ ?ĂĨĨĞĐƚŝǀĞƚŝĞƐ ?
(pp. 15-6). ƵƌŐĞƐƐ ĂŶĚ 'ƌĞĞŶ ĂůƐŽ ĞǆĂŵŝŶĞ Ă ƐŝŵŝůĂƌ ĐŽŶĐĞƉƚ P  “ůŝĨĞ-ďůŽŐŐŝŶŐ ?  ? ? ? ? ? ? Ɖ ?  ? ? ? ĂƐ ǁĞůů ĂƐ
^ƚƌĂŶŐĞůŽǀĞ ?ǁŚŽǁƌŝƚĞƐĂďŽƵƚ “ůŝĨĞ-ĐĂƐƚŝŶŐ ?(2010, p. 188) ALwhich involves a direct stream, something 
that does not happen in the case of Bubz, but also follows the purpose of being seen and building an 
audience (p. 127). I draw from this ĐŽŶĐĞƉƚ ƚŽ ĨƵƌƚŚĞƌ ŝůůƵƐƚƌĂƚĞƚŚĞĐŚĂƌĂĐƚĞƌŝƐƚŝĐƐĂŶĚĂŝŵƐŽĨƵďǌ ?Ɛ
vlogs, since I suggest that she deploys this same strategy when creating and uploading her content. I 
argue that the power of her vlogs lies at the friendly and affective ties that Bubz establishes through 
them. Being open, sharing thoughts, laughing of herself, and disclosing personal information, including 
problems and sad memories such as being bullied at school because of being Asian are key elements of 
her vlogs.  
 
 “'ĞƚƌĞĂĚǇĨŽƌďĞĚǁŝƚŚŵĞ ?ŝƐĂŶĞǆĂŵƉůĞof the type of content that I consider part of the community 
sphere; it was watched more than a half million times, and commented more than 6.500 times. The 7-
minute video focuses on her usual night routine. It starts with Bubz coming home to her dogs (voice-
over:  “ĐŽŵŝŶŐŚŽŵĞƚŽŵǇĚŽŐƐ ŝƐŽŶĞŽĨŵǇŚŝŐŚůŝŐŚƚƐĞĂĐŚĚĂǇ ? ? ? ůŝŐŚƚŝŶŐƐĐĞŶƚĞĚĐĂŶĚůĞƐ ?ŚĂǀŝŶŐĂ
bath and applying a sheet mask, washing her teeth, and drinking green tea. Later she writes her prayers 
and reflects on the things she is thankful for, to finish the video with her evening reading session 
  
 “/WĂĚƚŝŵĞ ?ŝŶďĞĚcuddling with her dogs. Many users comment on the soothing effect of the video and 
ƚŚĂŶŬŚĞƌĨŽƌƐŚĂƌŝŶŐ ?dŚĞǇƌĞŵĂƌŬƚĂŬŝŶŐƵďǌ ?ƐǀŝĚĞŽƐĂƐĂŶŝŶƐƉŝƌĂƚŝŽŶĂŶĚĞǆƉƌĞƐƐƚŚĞŝƌĂƉƉreciation 
for her many useful tips and examples of soothing activities that they want to incorporate to their own 
routines.  
 
This video makes me happy, calm, sleepy - ah. (comment was liked 45 times) 
 
ǇŽƵƌ ƌŽƵƚŝŶĞ ǀŝĚĞŽƐ ĂƌĞ ƐŽ ƌĞůĂǆŝŶŐ ?ũƵƐƚ ǁĂƚĐŚŝŶŐ ƚŚĞŵ ŵĂŬĞ ŵĞ ŐĞƚ Ăůů ĐŽŵĨŽƌƚĂďůĞ ĂŶĚ
ƌĞůĂǆĞĚ ? 
 
I gotta start doing this. I have crazy insomnia and this looks like a peaceful way to go to bed 
 
Humour is an always-present aspect in her videos. She adds humorous on-screen texts and includes 
funny moments such as scaring her dog with a hairdryer. Some viewers observe that these amusing 
moments are maximized by her Irish accent and her petite body. We witness her picking up her dog over 
ŚĞƌŚĞĂĚǁŝƚŚĞǆƚĞŶĚĞĚĂƌŵƐĂŶĚƐŝŶŐŝŶŐ “ŝƌĐůĞŽĨ>ŝĨĞ ?ĨƌŽŵƚŚĞŝƐŶĞǇŵŽǀŝĞ>ŝŽŶ<ŝŶŐ ?ǁĞĨŝŶĚŽƵƚ
that she is scared of chickens and that she feels that blankets protect her from bullets. Besides, she 
loves to paint and used to play the violin, her favourite colour to wear is grey, and she cannot swim.  
 
Ƶďǌ ŝƐ  “ĚŝĨĨĞƌĞŶƚ ? ?dŚĞƌĞĂƌĞĐĞƌƚĂŝŶĂƐƉĞĐƚƐŽĨŚĞƌƉĞƌƐŽŶĂůŝƚǇǁŚŝĐŚĂre praised and brought to the 
ĨŽƌĞŐƌŽƵŶĚ ǁŚĞŶ ĐŽŵƉĂƌŝŶŐ ŚĞƌ ƚŽ ŽƚŚĞƌ ŐƵƌƵƐ ? ^ŚĞ ŝƐ ƐĞĞŶ ĂƐ ďĞŝŶŐ  “ďĞĂƵƚŝĨƵů oŶ ƚŚĞ ŝŶƐŝĚĞ ? ? ĂŶĚ
ĐŽƌƌĞƐƉŽŶĚŝŶŐůǇƐŚĂƌŝŶŐƚŚĂƚƐĂŵĞďĞĂƵƚǇĂŶĚ ũŽǇŽĨ ƚŚĞ  “ŝŵƉŽƌƚĂŶƚ ƚŚŝŶŐƐ ŝŶ ůŝĨĞ ?ǁŝƚŚŚĞƌĂƵĚŝĞŶĐĞ ?
She is depicted as a positive, cheerful, inspiring person:  
 
I love your videos bubz. Been a fan since your first video haha <3 for an aspiring beauty guru 
like me, you are a great inspiration because you stay true to who you are :D 
 
bubz the reason that we all love you is because your an awesome beauty guru  ? ? ?also a 
really good internet mom for me. you help us with things that every girl deals with and tell us 
its not all about beauty! love you bubzz :P your such an inspiration and  ? ? ?and I think that is 
a big part of being a beauty guru <3 (comment was liked 13 times) 
 
You look like Michelle Kwan. But prettier! What makes you prettiest though is your positive 
outlook on life and how you're inspiring other girls to self reflect and develop self respect. 
 
out of all the beauty gurus you and april are the cutest, most purest characters. love this 
video :) 
 
  
Conclusions: broadcasting (friendly) popularity 
Based ŽŶ ŵǇ ĞǆƚĞŶĚĞĚ ĞǆƉůŽƌĂƚŝŽŶ ŽĨ Ƶďǌ ?Ɛ ĐŚĂŶŶĞů ? / ŝŶƚƌŽĚƵĐĞĚ ŝŶ ƚŚŝƐ ƉĂƉĞƌ Ă ďŝĨŽůĚ ƚǇƉŽůŽŐǇ ŽĨ
video content and characterized vlogs as relational, guru-centred uploads, whereas tutorials were seen 
as content-centred, focusing on the look or style as the main topic. I suggested that tutorials are an 
example of what I term commercial sphere. While they have the aim of teaching how to achieve a 
ĐĞƌƚĂŝŶůŽŽŬŽƌƐƚǇůĞ ?ǀůŽŐƐĨŽĐƵƐŽŶďŽŶĚŝŶŐ ?/ĂƌŐƵĞƚŚĂƚƵďǌ ?ƐŵĂƌŬĞƚǀĂůƵĞĂƐĂƌĞŶŽwned, influential 
ŐƵƌƵ വĂŶĚ ƚŚƵƐ ? ŚĞƌ ĞĐŽŶŽŵŝĐ ǀĂůƵĞ ĨŽƌ ĂĚǀĞƌƚŝƐĞƌƐവ ŝƐ ďƵŝůƚ ƚŚƌŽƵŐŚ ŚĞƌ ĐŽŵŵƵŶŝƚǇ-specific beauty 
know-how as expressed in her straight-forward tutorials. Conversely, her social value for viewers as an 
interesting, trustworthy personality, and, ultimately, her status within the community sphere, is enabled 
and further fostered by her vlogs. Besides, viewers engage stronger with vlogs, which is reflected in the 
amount of comments and shares they achieve, surpassing tutorials.  
 
Drawing from coŶĐĞƉƚƐ ƐƵĐŚ ĂƐ  “ƐĞůĨ-ďƌĂŶĚŝŶŐ ? ? ĂŶĚ  “ůŝĨĞƐƚƌĞĂŵŝŶŐ ?  ?DĂƌǁŝĐŬ ?  ? ? ? ?a) as theoretical 
ƚŽŽůƐ ? / ĨŽĐƵƐĞĚ ŽŶ ƚŚĞ ƋƵĞƐƚŝŽŶ ŽĨ ŚŽǁ Ƶďǌ ?Ɛ ƐŚĂƌĞĚ ĐŽŶƚĞŶƚ ĨŽƐƚĞƌs and sustains her popularity 
ĚĞǀĞůŽƉŵĞŶƚŽŶzŽƵdƵďĞ ?ƐďĞĂƵƚǇĐŽŵŵƵŶŝƚǇ ?The act of performing a commodified online-persona by 
following community-specific self-presentation norms, further strengthens her personal brand. As Lange 
ĂůƐŽŝĚĞŶƚŝĨŝĞĚ ?ĐƌĞĂƚŽƌƐŽĨƚĞŶĞŵƉůŽǇ “ƚĂĐƚŝĐƐƚŽĂĚĚƌĞƐƐǁŝĚĞĂƵĚŝĞŶĐĞĂŶĚĞŶƚŝĐĞǀŝĞǁĞƌƐƚŽŝŶƚĞƌĂĐƚ ?
(2014, p.141). This is seen for example in the active promotion of her channel encouraging subscriptions 
and comments, so as to engage viewers. But her closer connection is best exemplified by her candid and 
emotional vlogs. I argued that through these videos she practices an almost daily disclosing of her 
personal life with the aim of fostering relationships and promoting ǀŝĞǁĞƌƐ ?identification with her. 
ĞĐĂƵƐĞ ? ƵůƚŝŵĂƚĞůǇ ?  “ǁŚĂƚ ŝƐ ďĞŝŶŐ ŵĂŶƵĨĂĐƚƵƌĞĚ ǁŚĞŶ ŝƚ ĐŽŵĞƐ ƚŽ ƚŚĞ ƉƌŽĚƵĐƚŝŽŶ ŽĨ ĐĞůĞďƌŝƚǇ ŝƐ 
ƐƚƌƵĐƚƵƌĞƐŽĨĂĨĨĞĐƚ ? ƌŝƉƉůĞƐŽĨ ĨĞĞůŝŶŐ ?ĐĞŶƚƌĞĚ ŝŶĐŽŵŽĚŝƚǇ ŝĚĞŶƚŝĨŝĐĂƚŝŽŶ ? ?  ?ZĞĚŵŽŶĚ ?  ? ? ? ? ?Ɖ ?  ? ? ? ?
Through vlogs people engage and interact with Bubz as the central content, something that fosters 
ǀŝĞǁĞƌƐ ?ŝĚĞŶƚŝĨŝĐĂƚŝŽŶǁŝƚŚƐŽŵĞŽŶĞ “ũƵƐƚůŝŬĞƵƐ ? ?^ŚĞŝƐĂŶŽƌĚŝŶĂƌǇŐŝƌůǁŚŽŝƐ “ǁŝůůŝŶŐƚŽůĞĂƌŶ ?ǁŝůůŝŶŐ
ƚŽƚƌǇ ?ĂƐƐŚĞǁƌŝƚĞƐŝŶŚĞƌƉƌŽĨŝůĞĚĞƐĐƌŝƉƚŝŽŶ ?dŚŝƐƐƵďƐĞƋƵĞŶƚůǇƐƵƐƚĂŝŶƐŚĞƌƉŽƉƵůĂƌŝƚǇĂŶĚŵĂŝŶƚĂŝŶƐ
her online status as a relatable, sweet, honest, and friendly guru, who also endured sad life moments, 
who cooks and cleans, and gets bored like anyone else. As Redmond writes regarding the function of 
ĐĞůĞďƌŝƚŝĞƐ ? “ ?ƚŚĞǇĂĐƚĂƐ ?ĞŶƚŝƚŝĞƐǁŝƚŚĚĞĞƉůǇĂĨĨĞĐƚŝŶŐĞĨĨĞĐƚƐ ? ? ? ? ? ? ?Ɖ ? ? ? ? ? 
 
The combination of a lifestyle, personality, and knowledge worthy of emulation and praise as an 
influential guru together with her image as an everyday girl and her sharing of personal moments can be 
  
ĨƵƌƚŚĞƌŝĚĞŶƚŝĨŝĞĚĂƐƚŚĞ “ƉƌŽĚƵĐƚŝŽŶŽĨĐĞůĞďƌŝƚǇ ? ?ZĞĚŵŽŶĚ ? ? ? ? ?Ɖ ? ? ? ? ?/ŶƚŚŝƐĐĂƐĞ ?ŝƚŝƐƚŚĞďƵŝůĚŝŶŐ
of new media renowned personalities powered by social media technologies, specifically the 
construction of a YouTube celebrity. 
 
In future research, it would be relevant to analyse the implications of particular rules and norms active 
within the beauty community of YouTube for the construction of internet fame and online celebrities. 
Additionally, it would be fruitful to examine the growing role of authenticity in the strengthening of 
online legitimacy. 
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i Basic quantitative information was collected and organized on a statistical grid on Microsoft Excel as 
supportive analytic base such as likes, dislikes, number of views, date pf upload as well as number of 
shares and subscriptions generated by each video. 
ii Even in the case of Bubzbeauty, where single uploads can generate up to 27.000 comments, YouTube 
only allowed to visualize and collect up to 500 comments per video until the end of 2013. Afterwards, 
the maximum number of comments plausible of analyzing was of only 100 per video. Because of this 
technical restriction, I was able to consider the maximum given sample of comments only for data prior 
collected and locally saved by me until 2014.   
iii Here I use the term ecology merely as a synonym of environment or ecosystem, and not as a discipline 
or theoretical framework (see Scolari, 2012). I imply with it, the practices, processes, and actors taking 
part in the platform. 
iv YouTube made statistical information regarding shares and subscription figures for individual videos 
available on the channel in question in early 2012. The data includes a total of 107 (2012-2013) of Bubz´s 
videos, all content for which this information was available at the moment of begin of data collection 
(July 2013). By a ratio of 60 to 40, or 3 to 2, vlogs are more shared and subscribed than tutorials. 
